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“Whether you're a lender, title company, real
estate agent or other participant in the mortgage
finance industry, you should create a social
media and content marketing strategy to stay
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relevant and competitive.”

How to Engage Customers
and Eam Business Via Social Media

By Moses Keshishian

Unless you've been stranded on a
desert island for the past decade, you
know that consumer behavior has
changed drastically when it comes to
researching and making purchase deci-
sions. In this era of social media, blogs,
online reviews, and search engine opti-
mization, traditional marketing and
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advertising tactics have far less influ-
ence on consumers than they once did.

The current digital marketing game
is all about empowering consumers to
independently research products, com-
panies, services and reputations to
guide them toward a purchase deci-
sion. Most importantly, customers des-
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perately seek to have their questions
answered—and their anxiety dimin-
ished—before they part with their
hard-earned cash.

Consider how someone might choose
an auto mechanic or a restaurant. In
the past, they might have simply seen
an ad in the newspaper or found a list-
ing in the phone book, and that was
enough to give the business a try. Now,
the first thing consumers do is look at
the company’s website, check out the
menu of services, and search for prices.
Once they've found that information
they’ll visit the company’s Facebook
page for specials and third party cus-
tomer testimonials. After that, they
might do some comparison shopping—
reviewing local competitors, their
menus and prices. Reviews on Yelp or
Angie’s List go a long way in terms of
reputation.

If consumers do this level of deep-
dive online and social media research
on everyday purchases, it’s pretty safe
to assume that they would do all of
that, and more, when shopping for a
mortgage loan, a realtor, or other ser-
vicer that will be managing one of the
most important purchases of their lives.

Make it easy for
them to find you
With historically low interest rates now
a thing of the past, refinancings have all
but evaporated. However, with home
values slowly rising and lenders moving
away from ultra-strict credit underwrit-
ing requirements, originations, home
equity loans and reverse mortgages
could begin trending upward.
Regardless of what happens, the market
will remain highly competitive.
Whether you're a lender, title com-
pany, real estate agent or other partici-
pant in the mortgage finance industry,
you should create a social media and
content marketing strategy to stay rele-
vant and competitive. It’s a key compo-
nent to staying ahead of your competi-
tors by getting your content, and your
brand, in front of potential customers.
Prospective borrowers are using, and
will continue to use social media and
Google to research loan products, inter-
est rates, special programs and incen-

tives—and most importantly—a com-
pany’s reputation before they even
begin to make a move. Interestingly
enough, there’s not a whole lot of infor-
mation and answers available online
from the people consumers want to
hear from directly: Your firm.

Many of the nation’s top lenders
have little or no presence on social
media representing their consumer
mortgage lending divisions. And if you
search the types of questions borrowers
would ask in a Google search, like “How
do I find a good real estate agent” or
“What should I do to find the best mort-
gage,” the results come from trade
media, industry associations or blog-
gers, not from your company.

The best way to get in the game, and
gain the trust of potential borrowers, is
to become discovered by creating great
content, and distributing that content
through your social media channels like
Facebook and Twitter.

Establishing yourself

and your company as

a trusted authority

A true leader, in any walk of life, is
someone who can engender trust in
others. People seek out transparent and
honest answers to their questions
online so they’ll know what to expect. If
consumers are researching and asking
their friends for opinions on local
restaurants, it's because they want to
know they will have a great dining
experience with no surprises when the
check comes.

It's important to understand that,
according to an article on Google’s Zero
Moment of Truth blog, 70 percent of a
buyer’s purchase decision is made
before they even contact you or your
company. Your blog and social media
channels are your tools to boost con-
sumer confidence by having an open
dialogue with them.

Ask yourself: “What are my poten-
tials clients reading about me and my
business when they’re searching
online?” You should be a part of the
conversation no matter what it is they
find, and you should be answering their
questions on your website and social
media platforms. It’s okay to be proac-
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tive and answer questions they don’t
even know to ask.

Consumers get frustrated if they can’t
find answers to simple questions about
pricing, procedures, and tips on how to
get started. If you're a mortgage profes-
sional just getting started on social
media, create content about how your
loan processing works. Discuss your pric-
ing structure. Provide tips on what to
prepare for when they apply and what
they need to do throughout the life of
their loan. Share your thoughts about
the lending market and signs a borrow-
ers should look out for when shopping
for a loan. Other topics can be very sim-
ple, like the best times to buy or sell and
how to monitor lending rates.

If you're stuck on what you should
be writing about, ask your customer
service professionals what questions
they consistently get asked. Then all
you have to do is convert those ques-
tions into blog posts.

You can also ask your own social
media audience questions about their
experiences, and turn the conversation
into blog content. For instance you can
ask your customers about the best lend-
ing experiences they've had, and then
feature a few of the responses you
received in your article.

Your fans and followers on social
will be overjoyed to see that you've
used their responses and stories in your
post and will more than likely share
your content with their friends and
family. These kinds of conversations
will earn you loyal repeat customers
who will spread your message by talk-
ing about their good experience work-
ing with you.

If you produce great content on your
blog, engage with your followers and
show responsiveness on social media—
all while establishing yourself as a trust-
ed authority—the next time someone
does a Google search for the questions
you’ve answered, your blog articles will
become a top search result. The result
will be higher traffic flow to your web-
site and more business leads.

Getting started on
Facebook
Facebook is the world’s largest social
network with more than one billion
users. But why is it valuable for a mort-
gage company? The platform’s value is
in its power to connect people and help
brands establish a human voice.

You can build an expert connection.
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The easiest way to get started is by cre-
ating a Facebook business page and
sharing your knowledge, insight and
expertise. For the first time ever, the
majority of active Facebook users are
older, more affluent, and all potential
clients you want to reach.

You can build a direct connection
with your customers and an indirect
connection with their entire social net-
work of friends and family members,
when they like, share, or comment on
your Facebook posts. When Facebook
users engage like this with your posts, it
increases your chances to get discov-
ered by their “friends of friends.”

Facebook has broken down barriers
by revealing the human side of busi-
nesses. It’s allowed businesses to visual-
ly share real customer success stories.
Facebook has demonstrated how pow-
erful one video, one piece of content or
one photo can be.

Use the “Social Media 411” posting
strategy throughout the week to help
you look credible:

Four posts from sources that your
audience will regard as valuable.
One post about work accomplish-
ments. For example: Share pictures
and stories about your staff, share
your blog posts, or photos and
videos from special events.

One post for pure entertainment
value. Show your audience that
you’re part of their community.

If you're past the beginner stage and
ready for more advanced tips, like learning
how to cross promote your content, two
great resources are: Social Media
Examiner: www.socialmediaexaminer.com
or Content Marketing Institute: www.con-
tentmarketinginstitute.com.

Other important

tactics and strategies

We spent a good deal of time discussing
Facebook because it has the largest
potential reach, but other networks
cannot be ignored.

Twitter is a real-time medium for
connecting with your customers. When
a person tweets a company, they expect
an answer in an hour. Being responsive
is incredibly important because these
public conversations influence the way
people view the effectiveness of your
customer service.

Like Facebook, Twitter is also a pub-
lishing platform for your blog content.
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Using relevant hashtags (#) with your
tweets makes your content easier to
find. Another benefit is that you can
see what your competitors are doing
and you learn from their successes or
mistakes.

Although Yelp isn’t mentioned as
often in this industry as Facebook and
Twitter, it's a platform everyone should
consider. Yelp has 60 million registered
users, more than 20 million reviews post-
ed and dominates the social review
space. In fact, Yelp reviews are one of the
highest ranked search results on Google.

Yelp helps consumers find the best
business for their needs. If your
approach to business begins and ends
with customer satisfaction, then Yelp
should be an absolute must-have mar-
keting tool for your business.

People are going directly to the social
media sources that deliver exactly what
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they’re looking for. Respond to com-
plaints and accolades on Facebook
because this is where they want to
engage with your business on a personal
level. Listen to customer feedback on
Twitter and proactively search relevant
hashtags to participate in industry con-
versations. Create and manage a Yelp
profile because this is where most people
go to determine a company’s reputation.
No matter where you start on social
media, it’s all about customer service.
Show your customers you care about
them and want to earn their business.

Moses Keshishian is the social media spe-
cialist for the National Notary Association.
He has expertise in retail banking having
worked for Wells Fargo and Professional
Business Bank. He may be reached by
phone at (818) 739-4079 or by e-mail at
mkeshishian@nationalnotary.org.

- In today’s mortgage banking industry,
.you have a choice: you can play “follow the leader”
: or you can bea leader ...

Lykken on Lending

" With a 40-year career in mortgage lending, David Lykken is one of the most
respected business leaders in the indusiry. He created Lykken on Lending
in 2009 to offer his peers an insider’'s view of the trends, issues and
personalities that impact mortgage banking and the wider economy.

Created by a mortgage professional for mortgage professionals, Lykken on
Lending is a weekly 60-minute radio program hosted by mortgage veteran,
David Lykken. Joining the program each week is Joe Farr with a MARKET
UPDATE, Alice Alvey providing a LEGISLATIVE UPDATE and Andy Schell
(a/kfa "The Profit Doctor") providing tips on FINANCIAL MANAGEMENT along
with other regulars and featured guests.

Lykken on Lending brings forth the major players in mortgage banking for
provocative and insightful conversation. This is the only mortgage banking
media outlet where industry leaders speak directly without being edited or

filtered by agenda-driven third parties
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